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The Hispanic Review is a series of four business newsletters covering relevant 
commercial issues facing Spanish-speaking Central and South American 
countries. These newsletters provide a brief glimpse of the common socio-
economic and political conditions that affect Latin American business and the 
ramifications for U.s. business managers operating domestically and abroad. The 
newsletters themselves and the subsequent analysis offer an explanation of the 
growing importance of foreign bUSiness and the effects on U.s. companies. 
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Author's Analysis: 
The Hispanic Review came about from a series of brainstorms 
incorporating the fields of international business and Spanish. The ideas ranged 
from economic development to political risk to communication barriers. I quickly 
realized that the spectrum was far too broad to write a single paper. Rather than 
take the traditional thesis route of one expanded topic, I chose instead to create 
a more relevant, timely project that could integrate all of my ideas into a unified 
piece. Thus The Hispanic Review was born. 
Right away, I saw the value of such a project. Business is becoming 
increasingly global and managers cannot afford to be ignorant of foreign affairs. 
Latin America appealed to me in particular because of its proximity to the United 
States and its direct effect on domestic business. Additionally, it remains a region 
of the world that is often overlooked as a business power. As the global economy 
continues to change, Central and South America are becoming increasingly 
important to U.S. business. The Hispanic Review was created to showcase this 
specific business region and the ways it affects the U.S. business environment. 
The Hispanic Review is a series of four business newsletters produced 
with the intent of providing a one-month glimpse at the relevant commercial 
topics facing business leaders operating in Latin America. The newsletter was 
created as though it could be distributed to an unlimited number of American 
offices or companies that are currently working in Central or South or may 
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potentially expand to include these regions. Articles are written on relevant 
topics and problems facing business leaders in the United States working to 
create partnerships in Latin America. Topics ranging from political turmoil to 
social and cultural aspects to economic disparities are divided into News, 
Opinion, and Features pages and recount today's current obstacles operating 
abroad. 
While each newsletter could be a stand-alone piece, together they 
represent an ongoing business analysis of the region. There is a sense of 
continuity through the separate issues as topics covered interrelate to form a 
broader picture of business in Latin America. Though the articles are kept brief in 
order to remain readable and fit within the confined space of a newsletter, they 
piece together to create something more. The dynamic environment that is Latin 
America becomes clearer with each issue. As one reads The Hispanic Review, he 
or she should gradually come to a better understanding the Latin business world 
and what it means to be an American operating in it. That became the goal of 
the project from the onset. 
The key to attaining this goal was finding appropriate topics for discussion 
and presenting them in a way that was interesting for a reader. In order to 
develop topics and write articles for my project, I used a variety of research 
methods. After brainstorming generic topics such as "women" and "ethics," I 
searched for ways to incorporate these broad concepts into articles relevant to 
the business audience. I scanned the internet, ran topics on search engines on 
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current events, scoped foreign websites, and religiously watched CNN for 
breaking topics that might be relevant. I flipped through my business and 
Spanish textbooks for key facts and figures, read blog postings, and spoke with 
classmates and professors to get an idea of exactly which matters were the most 
important. I then reworked all of these ideas into viable articles, turning topics 
like "women" into a piece relaying the effects demographic changes have on 
SOCiety and American expatriates working in Central America. 
After developing topics, I needed to use more thorough research to fully 
acquaint myself with each subject. For this part of the process, I typically relied 
on academic journals such as Hispania and International Affairs or books such as 
Faces of Latin America and Do~ and Taboos Around the World for Women in 
Businessto provide the necessary background information to fully understand 
the concepts and present valid arguments and recommendations. For more up-
to-date information I used several news websites and magazines such as the CIA 
online World Factbook and TIMEthat contained more current articles with data I 
could incorporate into the broader concepts of the journals. 
There was some difficulty in finding enough information on some topics or 
finding such an abundance that the focus needed to narrowed in order to write 
something concise and pertinent to the situation. In these instances, I generally 
had to alter the articles to fit the information available. In this way the project 
constantly evolved. It was this that surprised me most. As time passed, new 
information became available that needed to be incorporated into the articles. As 
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I worked, some topics became more important than others and my focus shifted 
to include current events. The more I worked on each article, the more they 
changed and developed into new ideas. Old ideas were tossed out, new ones 
were added in, and the direction of each article progressed. For example, I 
originally intended to write an opinion piece over the path the economic stability. 
When I had difficulty finding enough current information and realized that I was 
not in a position to give any reliable suggestions, I substituted a piece over the 
dangerous effects of biofuels on deforestation. 
The most challenging part of developing The Hispanic Review was 
remembering that I was putting together this project for an audience other than 
myself. While I may find a topic interesting, that fact alone does not justify its 
inclusion. Throughout the development and writing stages, I had to constantly 
remind myself that the pieces were being created for someone else. Each step 
had to be tailored to meet the needs of the potential audience. For business 
profeSSionals, this meant not only including issues facing Latin America, but also 
explaining how these concepts affect American business and what it means for 
the average American manager. 
It was in this spirit that I chose specific articles. For example, a recurring 
Features section, entitled "Country Focus," was designed to spotlight emerging 
economies that hold value for the American manager. These countries ranged 
from poverty-stricken to industrialized, but all present new opportunities. News 
pieces had to remain centered on today's relevant problems and the issues 
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facing corporations. Within these I included not just typical "business" news, but 
also pieces covering the changing socio~economic variables and cultural terrain. 
Articles over environmental issues or political swings may not carry a direct 
threat to American offices, but in the grand scheme of commerce, these issues 
have an indirect effect on even the smallest companies. 
In this way, I hoped to create a project that would shed light on the ways 
governments and businesses interact to form a global economy. The inspiration 
behind The Hispanic Review was to present relevant information on an often 
ignored corner of the business world. Media conglomerates across the country 
focus their attention on European and Asian markets with little regard for smaller 
world economies. Humanitarian efforts in the U.S. remain focused on Africa and 
the Middle East, as the country ignores some of its closest neighbors. With the 
exception of immigration laws and communist dictators, news from Central and 
South America rarely finds its way into American newspapers or television 
reports. 
Globalization is increasingly becoming a vital issue for American business. 
As more and more borders are erased, companies cannot afford to operate only 
domestically. Even small businesses are affected by foreign manufacturing and 
suppliers. Every level from small grocery stores to trans~national corporations is 
affected by the global market. For years American business has focused its 
energies on forming partnerships with Western European and Japanese 
companies and seeking cheap manufacturing in mainland China. It was generally 
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assumed that profitable alliances could not be formed in Central or South 
America. With the currency crises of the 1990s and hyperinflation the region, 
these thoughts were well-founded. But after the global economic recession of 
2002 and 2003, Latin America has seemed to have found its footing. After 
several years of economic instability, Latin American is emerging as a dominant 
player in the global economy. 
As countries in Central and South America move toward advanced 
industrialization, American companies are finding a new source of business 
opportunities. Countries in these regions are rich in natural resources and are 
becoming important figures in the debate over sustainability and environmental 
threats. A developing middle class and growing GDP in many countries are 
creating new markets for American consumer products and services. All of these 
factors play into the global economy and affect average American business 
managers. My project provides a means to show them how. Latin America is 
simply an area of the world that demands attention from U.S. business. 
While I started this project with the intent to educate others of the 
business environment in Latin America, as time passed I became convinced that 
I was indeed educating myself in the process. From the onset I thought that this 
was familiar territory. With degrees in international business and Spanish I 
thought I was well equipped to write articles covering a broad range of topics 
over the Latin business sector. I was mistaken. 
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Unlike traditional lectures and text books, this project forced me to 
process information in a new way. I was no longer regurgitating the same 
concepts, but formulating my own ideas and attitudes as to what was important. 
The opinion pieces in particular gave me the opportunity not only to relay a topic 
or problem but also offer my own thoughts and propose solutions. Expressing 
cynical or dry thoughts behind the guise of a pen name was enjoyable. Political 
cartoon became a fun way to share opinions. Unlike the written articles, these 
forced me to convey the same poignant meaning with a simple drawing. At times 
I had to take a stance on political and ethical issues that I did not support. Hugo 
Chavez, in particular, became a point of dispute when I debated myself in a two-
sided, face-off article. Playing devil's advocate gave me a chance to see the 
other side and present a valid argument even when I did not agree with it. In 
such ways, I have had to evaluate and clarify my own opinions on current topics 
in order to give convincing pOints and counterpoints. 
I also learned that business is not stagnant, nor is the news that covers it. 
As I had to reevaluate each article and include relevant information, I realized 
exactly what a dynamic environment global business is. So many revisions were 
frustrating and many times I was ready to give up entirely, but the endeavor was 
worth it. Textbooks rarely give real-life examples of the concepts they present, 
but applying my knowledge in a medium such as a newsletter gave me a unique 
experience to see the concepts in action. 
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Over the past four years, the values of free trade and a global economy 
have been ingrained into my psyche. This project let those principles loose. For 
the first time in my college career I was given the freedom to express the ideas I 
wanted in the medium I wanted. The Hispanic Review has allowed me to share 
those ideas and develop new ones as the project progressed. These ideas 
translate to viable information for managers. For an American business audience, 
this newsletter highlights the necessity of global cooperation and the 
opportunities that exist in Latin America for the savvy business manager. Global 
awareness is the first step to global success; The Hispanic Review illustrates the 
power of such awareness in the business world. 
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American business must change practices in 
Latin America if companies hope to survive 
By: Margaret Leigh 
While women in the 
United States have battled 
their way into the workforce 
for several decades, female 
workers in other countries 
are just now taking up the 
fight. Such is the case in 
much of Latin America, spe-
cifically in Central American 
countries such as Honduras, 
Guatemala, and EI Salvador. 
But what does this mean 
for U.S. companies? Little, 
except that it has shifted the 
male/female paradigm in 
these emerging industrial na-
tions, thus creating entirely 
new business challenges and 
opportunities. Similar to the 
problems faced by American 
women several decades ago, 
problems faced by women in 
Central American countries 
include not only confront-
ing long-standing traditional 
gender roles, but also do-
ing so in a society that lacks 
some ofthe most basic infra-
structure and regulation pro-
tecting women's rights. 
One dominant charac-
teristic of the landscape has 
been the effect on reproduc-
tive health issues. Accord-
ing the 2001 Family Health 
National Survey, in Hondu-
ras alone, 55.6% of families 
have at least three living 
children, and 24.9% have at 
Women in Central America are challenging traditional notions of womanhood in the work-
force as countries throughout the region move toward gender equality. photo courtesy of 
www.nationalgeographic.com 
least five. (These figures fail 
to take into account numer-
ous failed pregnancies and 
infant mortalities due to poor 
health facilities.) Statistics 
such as these mean women 
have been condemned to the 
home, raising children, while 
men worked. 
Recently, the trends have 
shifted. As more women 
have joined the workforce, 
reproductive health issues 
have been called into ques-
tion. Suddenly birth control 
and contraceptives have be-
come hot topics. In countries 
where a vast majority of 
people are practicing Catho-
lics (over 50% in Honduras), 
contraceptives are taboo. 
American businesses may 
not care about contraception 
in Central America, but such 
seemingly small issues have 
much larger effects on the 
population and society. His-
torically, these countries op-
erated under "male-centered 
decision-making attitudes," 
which meant foreign compa-
nies had to adjust manageri-
al attitudes to fit the cultural 
machismo. 
For decades, men have 
been sent to Central Ameri-
can countries by U.S. com-
panies as managerial expa-
triates, but as cultural values 
shift, V.S. businesses must 
shift with them. This situa-
tion provides a unique op-
portunity for female man-
agers in the U.S., who may 
actually serve as better ex-
patriates in these markets, 
functioning as a liaison be-
tween U.S. corporations and 
growing female businesses, 
typically distrustful of the 
male-dominated industry 
and foreign investment. 
Women have long been 
considered caregivers in Lat-
in American societies, and 
this has actually translated 
well into successful busi-
nesses in restaurants, small 
retail stores, and healthcare. 
V.S. male managers looking 
to form alliances with these 
female enterprises find that 
Continued, see page 2 
Continued from 
page 1: Women 
in the workforce 
it is difficult to cross the gen-
der barrier. In instances such 
as these, women are making 
far greater strides than men. 
As the political and so-
cietal difficulties gradually 
subside in these countries, 
the stage will be set for 
American business, but only 
if American companies can 
adapt. The U.S. has notori-
ously exported its own male-
dominated business models 
to foreign countries. While The Andes Mountains are only one obstacle exporters manufacturers face when distribut-
women have moved ahead 
in the workforce, they have 
strategically been kept out of 
key expatriate positions by 
managers using the excuse 
that other cultures will sim-
ply not accept them. Central 
America is proving these 
managers wrong. 
Central America is mov-
ing toward industrialization, 
and U.S. companies have a 
substantial positional advan-
tage over other foreign com-
panies. That is, if they can 
effectively manage chang-
ing social values by putting 
the right people in the right 
place. As companies expand 
to meet these opportunities, 
they must remember the im-
portance of cultural values 
and be aware of important 
societal shifts. In order to 
succeed, American busi-
ness must adapt to meet the 
cultural needs of foreign 
markets. In the case of Cen-
tral America, they must be 
willing to put women where 
they are needed, in positions 
of authority and influence in 
emerging female industries. 
Ing products in South America. photo courtesy of www.About.com. 
South American logistics prove 
challenging for u.S. companies 
By: Edgar Malone 
As globalization contin-
ues to dominate industry ho-
rizons, companies are look-
ing for new opportunities 
to expand abroad. Foreign 
markets, though, can pose 
significant challenges to the 
ways American companies 
are used to doing business. 
This is nowhere more appar-
ent than in logistics and dis-
tribution. 
Global trade manage-
ment has become essential 
for international companies. 
Companies have been forced 
to adapt by implementing 
high-tech supply chain sys-
tems to connect worldwide. 
At times, however, modern 
technology is not enough. 
South America has proven 
to be a difficult logistics re-
gion. 
While South America 
stands as an attractive mar-
ket for U.S. business due to 
its close proximity to North 
American distributors, sev-
eral logistical problems can 
stand in the way. The ter-
rain alone ranges from des-
ert to mountain to tropical 
rain forest, and everything 
in between. This means U.S. 
companies must at times be 
creative in their approach to 
South American logistical 
management. 
While dozens of metropol-
itan cities and regions exist 
throughout South America, 
the interior of the continent 
is largely unpopulated and 
lacking basic transportation 
infrastructure. Companies 
are often forced to bypass 
interior regions using coast-
line travel or must create 
transportation channels for 
their products. Both can be 
restrictively expensive. 
Companies that may not 
export to such remote re-
gions often times still re-
quire access to abundant 
natural resources found in 
on the interior of the conti-
nent. South America is rich 
in petroleum, timber, natu-
ral metals, and nitrates; the 
problem has been obtaining 
these resources. 
The solution to such prob-
lems lies in companies' abil-
ity to work with local gov-
ernments to help develop 
the necessary infrastructure 
and transportation. New 
technologies in sustainable 
development, satellite feeds, 
and global connections will 
make this transition easier. 
The more input companies 
are willing to give, the easier 
these logistical challenges 




By: Dan Thorvaldson 
"Socialism seeks the sci-
entific rationalization of the 
physical environment with 
the purpose of distributing 
the benefits equitably among 
all persons in order that the 
spirit of man may be liberat-
ed," wrote American George 
Shepherd in 1965 article, 
"Socialism as Religion." 
These sentiments echo the 
sentiments found in his own 
nation's revolution against 
an oppressive tyrant. Is so-
cialism then bad? Have the 
United States' prejudices 
blinded it from seeing the 
obvious benefits of a socialist 
regime? Take, for instance, 
Cuba, an island traded from 
country to country through-
out the centuries with almost 
no infrastructure or central-
ized support. Spanish impe-
rial rule left the country in 
ruins; U.S. democracy let 
the rich get richer while the 
poor lived in the streets. Ul-
timately, it was Fidel Castro 
and his socialist revolution 
that brought stability to the 
small island nation. 
In his May Day 1961 
speech, Castro announced 
the new socialist Cuba while 
praising the country's work-
ers and newfound equality: 
"Workers of every profes-
sion-manual laborers and 
intellectual workers-all 
were marching together, the 
writer, artist, actor, announc-
er, doctor, nurse, clinical 
employer." 
For the Cold-War era, it 
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Kathleen Sinclair is a syndicated cartoonist whose views do not necessarily 
agree with The Hispanic Review. 
was grounds for an embargo 
(ironically, an anti-free-trade 
tactic used by the biggest 
proponent of capitalism the 
world has ever seen). Com-
munism in our own back-
yard? The very thought went 
against every American's 
Golden-Age mentality of 
capitalist security. 
According to Shepherd, 
"Socialism is regarded as a 
method of social organiza-
tion for releasing spirit from 
the bondage of suppressive 
environment, and the exploi-
tation of man by man." 
But how do profit-driven 
companies exist in such an 
environment? Can firms 
succeed without the exploi-
tation of cheap labor and 
poor workers? They exist 
quite easily, in fact. It has 
been proven that companies 
can be both socially respon-
sible and profitable. The dif-
ference is not in the earning 
of profits, but in the distri-
bution of such profits. In a 
socialist country the laborers 
would take a slice of the pie, 
not simply the greed-driven 
CEO's and upper manage-
ment. Shareholders would 
actually see returns, not sim-
ply a balance sheet of man-
agement's spending. 
Latin American and Eu-
ropean economies have 
successfully integrated so-
cialist policies into their 
governments. By national-
izing health care and other 
strategic industries, these 
countries invest not only in 
their companies, but in their 
citizens. Castro took the idea 
a step further and national-
ized the entire country, pro-
viding for all the island's 
workforce. Why has the U.S. 
lagged behind? The govern-
ment's fierce anti-Soviet at-
titude has poisoned the na-
tion against positive social 
reforms under the guise of 
patriotism. 
Socialism bad? Hardly. 
Rather, it has been pure capi-
talism that has failed to meet 
the needs of the world's 
workers. As the wealth di-
vide continues to grow in the 
United States, will the poor 
eventually revolt? The un-
derprivileged can bear only 
so much of the burden left 
by the rich minority. When 
the U.S. government finally 
realizes this, it is likely to 
be too late. In order to avoid 
an inevitable social revolu-
tion, the government needs 
to take immediate action. 
Politicians and corporations 
must work together to undo 
the trappings of pure capital-
ism and take strides toward 
helping the workers whose 
labor they've relied upon 
for far too long. Perhaps the 
U.S. and the world could use 
more Fidel Castros. 
Adaptation key to business communication 
By: Hank Montgomery 
According to Tony AI-
tilia of Marketing Magazine, 
there are seven deadly sins 
of business communication. 
His list includes tardiness, 
unreturned phone calls, and 
interrupted meetings. Per-
haps in a purely domestic 
context, his "deadly sins" 
are comprehensive, taking 
into account everything that 
is wrong within American 
business communication and 
etiquette. Put such a list in 
an international context, and 
suddenly the numbers twist, 
add, divide, and subtract, 
then they multiply exponen-
tially. 
There are not seven dead-
ly sins in international busi-
ness communication; there 
are thousands. And the sins 
aren't the same everywhere. 
There is no centralized the-
ocracy determining which 
sins make the cut; there are 
hundreds of businesses, cit-
ies and towns, centuries of 
historical context, and mil-
lions of mindsets thrown in 
the mix to effectively mud-
dle up any clear idea of what 
business etiquette should be. 
While such an abun-
dance of information makes 
it difficult to navigate busi-
ness communication and 
etiquette, it does not make 
it impossible. Years of re-
search have produced some 
useful tidbits in the vast ar-
ray of business etiquette. We 
can now say with accuracy 
that different cultures com-
municate and operate differ-
ently. It took only about 50 
years and millions in R&D 
to produce that statement. 
So what is an American 
business to do? While gen-
eralities exist, they do not 
provide all the answers. 
Tardiness is rarely an issue 
in South America where cir-
cular time concepts domi-
nate thought (as opposed to 
the North American linear 
time-space continuum). Of 
course, tell that to a newspa-
per editor in Bogota facing a 
deadline and you may be of-
fended by the response. 
Businesses can and 
should invest in research to 
determine the best way to 
communicate and behave 
in foreign societies. Scien-
tific analysis, though, goes 
only so far. The best way to 
navigate the mass of what is 
commonly called communi-
cation has been and always 
will be through observation, 
and most importantly expe-
rience. There is a learning 
curve to international busi-
ness, and Latin America 
continues to surprise Ameri-
can companies. 
Companies must be will-
ing to take the necessary 
time and effort to effective-
ly communicate in foreign 
cultures, especially those 
throughout Latin America, 
where the vast array of cul-
tures differ greatly between 
borders. Immediate success 
is rare, and companies often 
times have to stick it out for 
several years before returns 
are significant. 
If companies can suc-
cessfully sort through the 
mounds of information, they 
may find it well worth their 
while. Expanding economies 
and increased industrializa-
tion present new opportuni-
ties for foreign export and 
operations in the Western 
Hemisphere. American cor-
porations are in a position to 
take full advantage ofthe op-
portunities if they can bring 
their business models out of 
the domestic communication 
dark ages. 
And if they don't? Well, 
it wouldn't be the first time 
civilization was ravaged by 
fi lth and pestilence brought 
on by the deadly sins of 
westerners. But the plague 
only lasted a few centuries 
anyway. 
Country Focus: The United Mexican States 
.. 
Capital: Mexico City 
Size:1,972,550 square km 
Population: 108,700,891 
Languages: Spanish, 
Nahuatl, various Mayan 
GDP per capita (PPP): 
$10,600 
Labor Force: 38.09 million 
Unemployment: 3.2% 
Sectors: agriculture (3.9%), industry 
(25.7%), services (70.5%) 
Natural Resources: Petroleum, 
silver, copper, gold, lead, zinc, natural 
gas, timber 
Major Industries: food and bever-
ages, tobacco, chemicals, iron and 
steel, petroleum, mining, textiles, 
clothing, motor vehicles, consumer 
durables, tourism 
Information courtesy of www.cia.gov 
Monday, April 30, 2007 
Mestiza women celebrate their culture through traditional dress and festivals throughout 
Central and South America. photo courtesy of www.botanbelize.com 
Cultural awareness key to business 
By: Alejandro Suarez 
While the United States 
prides itself on cultural 
awareness and ethnic diver-
sity, it rarely recognizes the 
variety of ethnicities in other 
countries. Oftentimes any-
one from Central or South 
America is grouped into a 
generic "Latin" or "Hispan-
ic" category. These names, 
often used incorrectly, do 
not take into account the 
rich diversity throughout the 
Americas. 
Much like the United 
States, countries in Hispanic 
America have a spectrum 
ranging from native indig-
enous groups to pure Euro-
pean bloodlines to the de-
scendents of African slaves, 
with just about every shade 
in between. Dominant eth-
nic categories include indig-
enous, white, and black, and 
also mestizo and mulato (see 
sidebar for more informa-
tion). 
Even these fail to ac-
curately portray the ethnic 
spectrum of Hispanic Amer-
ica, however. There are lit-
erally hundreds of distinct 
indigenous tribes through-
out the Americas, and these 
categories do not recognize 
the waves of recent Asian 
and European immigrants. 
Argentina boasts significant 
German, Italian, and Chi-
nese minority groups while 
Chile has a large Japanese 
demographic segment. 
Broad categories may be 
convenient for government 
census bureaus or check-
marks on a customs certifi-
cate, but they offer little to 
cultural awareness in the 
business world. Cultural 
awareness has, of course, its 
own inherent benefits, but 
these benefits can be trans-
lated easily to cross-cultural 
product development and 
marketing. 
Primary attitudes formed 
early in life are almost al-
ways influenced by the cul-
tural identity of parents and 
close relatives. Ethnic norms 
Continued, see page 2 




Indigena: refers to 
any member of a native 
American tribe through-
out Central or South 
America such as the 
Guarani in Paraguay, the 
Q'echi in Guatemala or 
the Arhuaco in Colombia. 
Mestizo: refers to 
anyone with indigenous 
and European ancestry 
and is the main ethnicity 
through much of Mexico 
and Central America. 
Criollo: refers to any 
white man or woman of 
European descent born 
in Central and South 
American. Many criollos 
are found in Argentina 
and Costa Rica. 
Mulato: refers to any-
one of mix~d white and 
African ancestry in the 
Latin American world and 
is predominent thorugh-
out much of the Carib-
bean. 
Zambo: refers to any-
one of mixed indigenous 
and African ancestry and 
is prominent in areas 
of the Caribbean and 
Coastal South America. 
Depending on the conno-
tation, it can be inter-
preted as a a racial slur 
and should be used with 
caution. 
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Continued from page 1: 
Ethnic diversity vital 
are incorporated into basic 
beliefs and lifestyles ranging 
from food choices to cloth-
ing styles. Ethnic self-iden-
tification has been proven to 
influence consumer behavior 
in both private and public 
situations. 
For companies wishing 
to operate and/or export to 
Hispanic countries, diversity 
means they must take into 
consideration the varying 
ethnic perceptions of their 
brand and product. This can 
affect everything from size, 
color, and packaging used 
to the ways companies must 
advertise and distribute these 
products. 
Indigenous peoples liv-
ing in relative remoteness 
may frequent traditional sell-
ing outlets only a few times 
each year. Some may not 
visit at all. Small towns of 
mestizos have very different 
consumption patterns than 
big-city dwellers of various 
ethnic backgrounds. 
In order to accommo-
date the growing ethnic 
diversity throughout the 
Hispanic world, business 
leaders must be creative in 
developing their marketing 
mix. Products themselves 
must be altered or adapted 
to fit the lifestyle of consum-
ers. Refrigeration may be a 
key issue for food compa-
nies while the availability of 
electricity in rural areas may 
prove a difficulty for home 
products. 
Promotion is another key 
element of the marketing 
mix that must be tailored to 
the specific market. Certain 
colors or designs may mean 
significantly different con-
cepts among various ethnic 
groups. For example, red 
can mean love and passion 
to some, but violence and 
war to others. Making po-
tential consumers aware of 
a product can be extremely 
difficult in rural areas with-
out traditional promotion 
mediums. 
Distribution can be one of 
the most difficult functions 
of marketing even in the 
most ideal circumstances. 
When products must reach 
consumers across broad 
spectrums of urban and rural 
areas, distribution can be-
come increasingly challeng-
ing. Marketers must work to 
make products accessible to 
the most densely populated 
city barrios as well as rural 
villages that still require the 
use of such goods. Transpor-
tation through these regions 
can range from trucks to bi-
cycle carts to mule packs. 
When ethnic diversity 
is taken into account, both 
companies and consumers 
come out ahead. Companies 
can sell more products to the 
right people who gain the 
benefit of using these goods 
and services. It is up to mar-
keters to reach these groups 
and develop strategies that 
will aid the company and its 
final consumers in hard-to-
reach markets. 
Above: The Quechua tribe of the Andes lives mainly in 
rural areas, but maintains economic contract through trade 
and comerce. photo courtesy of www.nadir.org 
Below: A street festival in Buenos Aires demonstrates the 
rich ethnic and cultural diversity found throughout Argen-






I would like to take this 
opportunity to respond to 
Dan Thorvaldson's article in 
the latest issue of The His-
panic Review. While Mr. 
Thorvaldson included all 
of the benefits of socialism 
in his editorial, he failed to 
mention the negative effects 
of a socialist regime gone 
awry, as is the case of mod-
em-day Cuba. 
Fidel Castro's ideals of 
social equality faded almost 
immediately after the revo-
lution. As with other social-
ist revolutionaries such as 
Vladimir Lenin, the power 
and prestige of leadership 
transfonned him into noth-
ing more than a communist 
dictator. Within years free 
press was abolished, books 
were banned, and his own 
people fled the country. 
Initial heroic ideals hardly 
make him worthy of praise. 
His political relationship to 
Soviet dictators, anti-free 
trade notions and continued 
oppression of his people 
make Fidel Castro one of the 
most infamous characters of 
the twentieth century. 
Only when Fidel Castro's 
regime is abolished will 
Cuba ever have a chance of 
social and economic recov-
ery. Only when people are 
free to live in democracy 
will equality ever exist. 
Sincerely, 
Derek Washington 
Harold Smith is a syndicated cartoonist whose views do not necessarily agree 
with The Hispanic Review. 
u.s. trade embargo fails horribly 
By: Scarlett Wyman trade relations with many 
With the recent press giv- of the Unites States' allies. 
en to Cuba, one must won- Cubans' average life expec-
der about the current state of tancy is higher than in the 
the island nation and its rela- U.S. while the infant mortal-
tionship to the United States. ity rate is lower. It has an an-
For half a century the United nual economic growth rate 
States has sought to pun- of 7.5%, much higher than 
ish the communist regime current growth in the United 
through the use of a trade States' recessed economy. 
embargo, forbidding any So why is the ban still in 
trade or travel. Just how ef- place? Why is the United 
fective is such an embargo? States still attempting to 
In truth, not very effec- make a point? Fierce anti-
tive at all. While the U.S. communism sentiment ex-
would like to believe its own ists throughout the U.S., 
economic force, the real- and memories of the Cuban 
ity is that sanctions against Missile Crisis still linger, 
Cuba have been less than but communism has not kept 
successful in crushing the the U.S. from trading with 
communist regime. Cuba other foreign partners. China 
has diplomatic relations seems to be the most obvi-
with more than 160 of the ous example, but in recent 
world's countries and open years the U.S. has lifted bans 
on fonner Soviet states and 
Vietnam, countries with far 
bloodier communist pasts 
than Cuba. 
Cuban goods still find 
their way in the U.S. econ-
omy and U.S. goods still 
make it to Cuba. The embar-
go does not keep goods out; 
it simply makes them more 
expensive by forcing the use 
of middlemen in Mexico and 
Canada. Ultimately the Unit-
ed States is hurting itself. If 
the country opened doors to 
Cuba, goods would become 
cheaper for both parties and 
the government could ben-
efit from tariffs rather than 
allowing the profits to go 
directly to the black market. 
When the U.S. is finished 
trying to make a point, it 
may actually make a profit. 
4 lFceallJullrce§ 
Language barriers pose problems 
By: Arnold Havens 
As globaliZation increases 
contact and business deal-
ings throughout the world, 
business leaders face more 
and more language barriers. 
Throughout Hispanic Amer-
ica, most managers assume 
that Spanish will be the lan-
guage of choice, but they fail 
to take into account the doz-
ens of other languages and 
dialects found throughout 
Central and South America. 
The distribution of these 
languages ranges widely 
from small areas to national 
borders. For example, in the 
Andean region of Peru and 
Bolivia in the Lake Titi-
caca region, Aymara is the 
language of the indigenous 
tribes and remains typically 
isolated within tribal com-
munities. Its close relative, 
Quechua, has a slightly 
broader spread, but is mainly 
limited to rural communities 
and is rarely used in business 
settings. 
Other languages, how-
ever, have a much greater 
impact on the day-to-day 
lives of business profession-
als. In Mexico, Nahuatl, the 
ancient language of the Az-
tecs, is still spoken in large 
communities and has had a 
direct influence on the mod-
em Spanish dialect. Words 
like chocolate, tomato, and 
chili have even found their 
way into English. 
While most Mexican peo-
ple also speak fluent Span-
ish, American business peo-
ple may be more effective if 
they can at least understand 
the Nahuatl references and 
incorporate them into their 
business dealings. 
While Spanish will work 
in most situations, at times 
even it will not suffice. 
The most extreme example 
would probably be Guarani, 
the co-official language of 
Paraguay. The indigenous 
language is spoken widely 
throughout Paraguay and the 
Rio de la Plata region of Ar-
gentina and Uruguay. 
Guarani is not only the 
popular language of the 
masses but is also accepted 
by educated classes and pro-
fessionals as the preferred 
language. Business man-
agers looking to negotiate, 
transport goods, advertise, or 
accomplish almost any busi-
ness dealing in the region 
would need to have a work-
ing knowledge of Guarani. 
Spanish is indeed the 
most widely used language, 
but even it is not constant 
throughout Latin America. 
Dialects, indigenous influ-
ence, and slang differ from 
country to country and some-
times even within regions of 
the same country. Much like 
English, Spanish has limit-
less varieties. 
A basic understanding of 
Spanish will suffice in many 
instances, but it is important 
for managers to remember 
that is not the sole language 
of Central and South Amer-
ica. In order to successfully 
run a business and gain a 
foothold, American business 
must take into account the 
particular brand of Spanish 
in a region and incorporate 
other languages effectively 
into its business portfolio. 








GDP per capita 
(PPP): $4,700 









iron ore, manganese, 
limestone 
Major Industries: 
sugar, cement, textiles, 
beverages, wood prod-




tation, water pollution, 
inadequate waste dis-
posal, loss of wetlands 
Natural Hazards: local 
flooding in southeast, 
poorly drained plains 
may become boggy 
Information courtesy of 
www.cia.gov 
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Free Trade Zone of the Americas? 
Negotiations increase 






In the last century, in-
dividual countries have 
lost economic pull to 
regional trade blocs. Eco-
nomic trade blocs, or zones 
of free trade anellor reduced 
tariffs, have come to domi-
nate global trade. While 
most people in the United North American Free 
Trade Agreement 
Countries: United 
States, Canada, Mexico 
Founded: 1994 
" States are fully aware of ~'" ,~;.. the NAFTA treaty and the -.; ,j'> .~ formation of the European 
'til .......... ~~, • 
Acronym: MERCOSUR 
Official Name: Mercado Comun del Sur 
English: Southern Common Market 
Countries: Brazil, Argentina, Uruguay, Venezuela, 
Paraguay 
Founded: 1991 by the Treaty of Asuncion t& .. 
Acronym: CAN 
Official Name: Comunidad Andina de Nacdones 
English: Andean Community of Nations 
Countries: Bolivia, Ecuador, Colombia, Peru 
Founded: Framework in 1969 by the Cartagena Agree-
ment 
Acronym: DR-CAFTA 
Official Name:Dominican Republic-(entralAmerican-. 
Free Trade Agreement 
Countries: United States, Costa Rica, EI Salvador, Gua-
temala, Nicaragua, Honduras, Dominican Republic 
Founded: Ratified by all member countries in 2006 with 
the exception of Costa Rica which will hold a referendum 
later this year 
Acronym: CARICOM 
Official Name: Caribbean Community 
Countries: Antigua and Barbuda, Bahamas, Barbados, 
Belize, Dominica, Grenada, Guyana, Haiti, Jamaica, Mont-
serrat, Saint Kitts and Nevis, Saint LUCia, Saint Vincent 
and the Grenadines, Suriname, Trinidad and Tobago 
Founded: 1973 by the Treaty of Chaguaramas 
'It. Umon, many are not aware 
;. of the various other trade 
, ~ blocs around the globe, spe-
cifically those in Latin 
America. 
Those who do 
the economic 
framework of Latin 
American free trade 
agreements. Trade 
blocs such as MERCO-
SUR and CAN (see sidebar 
for more information) domi-
nate foreign trade in South 
America while U.S.-imple-
mented arrangements such 
.. as NAFTA and DR-CAFTA 
dominate North and Central 
American trading. 
As these communities 
grow larger and incorporate 
more member countries, the 
lingering question becomes 
whether or not a full conti-
nental or hemispheric trade 
block will emerge. While 
NAFTA has successfully 
integrated North American 
countries and DR-CAFTA 
has removed barriers be-
tween many of the North and 
Central American countries, 
talks between the heads of 
MERCOSUR and CAN have 
already laid the foundations 
for a similar South Ameri-
can accord. Even more im-
portant, perhaps, may be the 
eventual formation of a com-
plete hemispheric trading 
bloc that would include the 
entire Western Hemisphere. 
The Free Trade Agree-
ment of the Americas, or 
FTAA, which would incor-
porate North, Central and 
South America, has been in 
negotiations since the 1970s. 
The successful integration of 
the European Union has put 
increased pressure on the 
Americas in the last decade. 
President George H. W. 
Bush promoted the initiative 
in 1990, and current Presi-
dent George W. Bush has 
moved forward with the de-
velopment of DR-CAFTA to 
further expand U.S. involve-
Continued, see page 2 
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Continued from page 1: Possible U.S. free trade zone 
ment in American trade. 
The benefits of such an 
arrangement are obvious: 
increased economic unity, 
freedom of trade, economies 
of scale, greater pull in the 
global arena. The economic 
pact could even transform 
into a full ecomic commu-
nity such as that of the Eu-
ropean Union with the free 
trade of goods and labor and 
a single American currency. 
Through the process of dol-
larization, several Latin 
American countries, includ-
ing EI Salvador, Panama, 
and Ecuador, already use the 
U.S. dollar. 
The challenges are equal-
ly daunting, however. Fis-
cal policies would need 
to be closely maintained; 
inflation and interest rates 
would need to be managed; 
political stability is a must. 
A common currency would 
need to be created (the U.S. 
dollar would be unlikely due 
to political reasons) and val-
ued, while foreign policies 
toward non-members would 
need to be put in place. 
Additionally, plans for 
economic infrastructure and 
and expansion would need 
to be created to aid countries 
through the process and pro-
vide a framework for future 
growth. 
Political turmoil, though, 
has stalled the plan through-
out much of South America 
as governments move away 
from U.S. democratic stan-
dards. ALBA, or the Alter-
nativa Bolivariana para las 
In August, 2005, President George W. Bush signed the CAFTA treaty allowing free trade be-
tween the U.S. and Central America. In the coming years the U.S. free trade zone could ex-
pand to include the entire Western Hemisphere. photo courtesy of www.sirimba.blogspot.com 
Americas (Bolivian Alter-
native for the Americas), 
proposed by the Venezuelan 
government in opposition to 
the FTAA, has found support 
with more socialistic coun-
tries such as Cuba, Nicara-
gua, and Bolivia. ALBA, as 
opposed to the FTAA, focus-
es more on cooperation and 
resource sharing rather than 
free trade. President Hugo 
Chavez of Venezuela and 
Fidel Castro of Cuba have 
While arrangements such 
as this would not necessar-
ily inhibit the formation of a 
free trade pact among other 
American countries, it could 
potentially create problems. 
Growing U.S. unpopUlarity 
abroad, especially in certain 
areas of Central and South 
America, may halt the for-
mation of an FTAA or any 
other hemispheric agree-
ment. 
The key to a successful 
already signed an agreement economic pact or commu-
for petroleum and medical nity lies in the willingness of 
supply exchange. countries to participate and 
fully integrate the new sys-
tem as well as cooperate with 
foreign countries. No single 
country (even the U.S.) can 
demand concessions or run 
the entire operation. As the 
European Union continues 
to grow, successfully inte-
grating former Soviet states 
into the framework, hope 
remains for a united Ameri-
can market as well. Political 
turmoil can be overcome, 
economic policies can be 
implemented, and free trade 
can be accomplished. 
The Hispanic Review's Special Edition Face-Off: 
President Hugo Chavez: Political 
savior or power-hungry dictator? 
By: Ophelia Brown 
The United States has a 
long-standing tradition of 
hating foreign brands of 
democracy. The country as 
a whole, however, fails to 
take into account the differ-
ing needs of citizens in other 
countries for whom the U.S. 
democratic model would 
never work. Such is the case 
of Venezuela and its revo-
lutionary President Hugo 
Chavez. 
Before Chavez, the dem-
ocratic model rested with an 
antiquated constitution hast-
ily assembled in 1961 by 
the two dominating politi-
cal parties that offered little 
except a mutual agreement 
to abide by election results. 
It neglected the rights of the 
people and allowed corrup-
tion to settle into govern-
ment, leaving Venezuela 
with a staggering economy 
and declining morale. 
The 1998 elections saw an 
overturn of the former way 
with the victory of President 
Chavez. While his views 
may seem radical, they re-
flect the wishes of the people 
to dramatically tum around 
their governmental and legal 
systems that failed them so 
miserably. Chavez presents 
an opportunity for Venezu-
elans to see a new form of 
democracy that gives power 
to the people as they partici-
pate in government. 
Within months of taking 
over the presidency, Chavez 
implemented change. He 
had overwhelming congres-
sional support to rewrite the 
constitution, amend outdated 
reforms and include an out-
standing section on human 
rights. 












to make it 
happen. 
By: Henry Carlton 
Chavez is indeed charis-
matic. He has captured the 
hearts and the votes of the 
people. But what will he do 
with those votes? So far he has 
overturned several decades' 
worth of democratic prog-
ress to implement the radical 




























President Hugo Chavez of Ven- rap sheet 
ezuela, photo courtesy of www. reads like 
interet-general. info a felon's. 
the goals of democracy by 
incorporating the people into 
a participatory government 
and eliminating the corrupt 
elite. The U.S. would be bet-
ter equipped to handle its 
own political problems if it 
too took its actions from the 
will of the peole with a lead-
er like Chavez. 
His con-
frontational style has driven 
away his opponents, and the 
so-called riddance of corrup-
tion of the old government 
has been issued with little re-
gard for judicial standards. 
The newly formed consti-
tution stripped power away 
from the "corrupt" branches 
and handed it directly to the 
executive branch. He has 
even managed to enact en-
abling laws that permit exec-
utive decrees with the force 
of law on any subject. The 
military is no longer charged 
with upholding the constitu-
tion, but rather obedience 
to the president, effectively 
weakening the armed forces 
to nothing but a totalitarian 
arm of the government. 
By nationalizing the coun-
try's petroleum reserves and 
operations, Chavez has cre-
ated his own source of gov-
ernment funds, scraping off 
the top to finance his grand 
regime and leaving citizens 
with a false sense of security 
of the nation's greatest cash 
flow. 
The last item on Chavez's 
agenda is democracy. His re-
formist ideas are based on a 
historical revolutionary, Si-
mon Bolivar, whose princi-
ples included allowing only 
free landowners the right to 
vote. His speeches lack any 
real direction as he cites war 
metaphors and revolutionary 
prose to gain attention and 
leaves the public with noth-
ing but empty dreams. 
It can only be hoped that 
Venezuelans will become 
aware of their own disen-
chantment of the political 
leader and realize that as 
long as Chavez remains in 
office, democracy is dead in 
Venezuela. 
4 IF<ecarltlullr<e§ 
Machismo can be effective managerial tool 
As traditional cultural characteristics shift, machismo translates into more acceptable 
norm business leaders can use to motivate their employees, gain potential customers 
By: Rebecca Castleton 
Machismo is one aspect of 
Hispanic culture that is often 
known but rarely understood 
bytheAmerican.Itsrootscan 
be traced back to the Span-
ish conquest of Central and 
South America when many 
claim it began with Spanish 
conquistadors sacking cities 
and violating Indian women. 
From this initial violent act 
machismo has trickled down 
and transformed into a dom-
inant characteristic of much 
of Latin culture. 
Machismo is seen as the 
ultimate expression of man-
hood, encasing all that is 
masculine and virile. Tradi-
tionally this has been inter-
preted as exaggerated brava-
do, lack of fear, and a general 
ambivalence toward women. 
As sexual revolutions have 
come and gone and women 
have become their own force 
in many Hispanic societies, 
machismo has transformed 
into a new idea. Today, ma-
chismo is generally looked 
upon as a valiant code of 
past heroes and national leg-
ends, something to aspire to. 
Almost every country has 
its national heroes. Just as 
America has its founding fa-
thers, its frontiersmen, and its 
solitary cowboy, Latin coun-
tries have their own legends. 
Immortalized in folklore and 
traditions, these heroes have 
come to stand for unmatched 
courage, valor, and spirit: 
Mexico with its revolution-
aries, Central America with 
its reformists, and Argentina 
with its gaucho. 
For the average business 
professional, this may be 
a nice sentiment but little 
more. For the more adept 
professional, however, the 
concept of machismo can be 
a useful tool. Managers can 
use it as a motivating concept 
Notions of manhood throughout Latin America are shifting to 
include more modern concepts of masculinity and equality. 
photo courtesy of www.cdc.gov 
and ethical discussion point, machismo in specific set-
advertisers can utilize the tings. In some instances it 
sentiment and hero worship has been used as an excuse 
aspects to create marketing for spousal abuse, domi-
campaigns, and negotiators nance, and violence, in oth-
can play upon ingrained no- ers, and show of respect and 
tions to be more effective. gallantry. When using ma-
As with any other cultural chismo as a business tool, its 
characteristic, machismo's positive aspects should be 
influence can be seen in al- taken and exploited for the 
most every facet of Latin benefit of the company and 
culture. The key is to know its stakeholders. 
the specific connotation of 
Country Focus: The Dominican Republic 
Map courtesy of www.About.com 
Capital: Santo Domingo 
Size: 48,730 square km 
Population: 9,365,818 
Languages: Spanish 
GDP per Capita (PPP): $8,000 
Labor Force: 3.896 million 
Unemployment: 16% 
Sectors: agriculture (11.2%), industry (24.3%), 
services (58.7%) 
Natural Resources: nickel, bauxite, gold, silver 
Major Industries: tourism, sugar processing, fer-
ronickel and gold mining, textiles, cement, tobacco 
Information courtesy of www.cia.goY 
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Managers face new, challenging 
ethical dilemmas in atin America 
By: Horatio Sanders 
Ethics and business seem 
to have a lovelhate relation-
ship. While many companies 
and managers preach ethical 
behavior, the reality is that 
sometimes managers tum 
a blind eye to unethical be-
havior. This can be especial-
ly true in foreign markets, 
where ethical standards and 
business norms differ from 
those in the United States 
and a sense of ethical relativ-
ism takes hold. 
In the case of Latin Amer-
ica, factors ranging from 
family ties to traditional 
underhanded business deal-
ings affect the ways manag-
ers must make decisions. In 
some areas companies may 
operate with racial and gen-
der discrimination. In other 
regions, bribes are not only 
used but accepted among 
men and women as business 
norms. 
Increasing globalization 
and contact among nations 
are gradually shifting ethical 
attitudes and behaviors. Con-
vergency theories suggest 
that eventually all industrial-
ized nations will share a set 
of understood global busi-
ness ethics. To date, how-
ever, none has emerged. 
Cultural factors, stage of 
industrialization, and busi-
Business leaders operating in a global environment must 
constantly find a balance between behaving ethically and 
getting ahead for themselves and their employees. graphic 
courtesy of global.cscc.edu/bmgt/216 
ness infrastructure all af- fiicts can be created and for-
fect the ways companies 
and countries view ethics 
and ethical dilemmas, and 
no singular global ethical 
theory exists. Instead, global 
managers are forced to make 
ethical decisions based on 
a combination of their own 
experience, company cul-
ture and policy, and foreign 
practices. When these prac-
tices do not mesh well, con-
eign business can come to a 
screeching halt. 
A 1996 study examined 
attitudes and questionable 
business practices among 
MBAs in the United States, 
Spain, and Mexico and found 
significant cultural differ-
ences. While issues of work-
ing conditions, pollution, 
and unsafe products consis-
tently ranked highly across 
the board as matters of im-
portance, problems such as 
bribery, human rights, and 
sex discrimination all ranked 
significantly higher in Mexi-
co than in the U.S. 
Such statistics present no 
easy problem for manag-
ers operating in Mexico and 
other Latin countries with 
similar perceptions. Lines 
of ethical behavior become 
increasingly blurred as more 
and more participants enter 
the picture. There are, how-
ever, options for global man-
agers to ease the burden of 
ethical dilemmas. Most U.S. 
companies already have in 
place a set of ethical stan-
dards for domestic business 
dealings; these policies must 
be expanded to include for-
eign practices as well. 
The Foreign Corrupt 
Practices Act of 1977 re-
quires companies to main-
tain records of foreign busi-
ness practices and outlaws 
the use of business dealings 
abroad that are illegal in the 
United States. An amend-
ment in 1998 specifically 
outlawed the use of bribes. 
The act does, however, dis-
tinguish between bribes and 
"grease payments," which 
are used to speed up the pro-
cess, allowing them where 
such payments are legal. 
Continued, sse page 2 
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Such laws leave wiggle 
room for companies oper-
ating abroad, and so the re-
sponsibility falls on the com-
pany itself and management 
to uphold ethical standards. 
Policies must not only be set 
but also implemented. Man-
agers should know how to 
respond to ethical situations 
and at the very least have 
reference material in the 
form of policies or goals of 
what the company expects. 
Corporate culture must 
also grow to match the ethi-
cal standards in place. It 
does little to create policies 
if the the company culture 
repeatedly ignores ethical 
standards or fails to reward 
employees for ethical behav-
ior. Incentive programs have 
traditionally been based on 
performance numbers and 
meeting specific quotas. 
Increasingly ethics are be-
coming a consideration. In-
centives based not only on 
final outcomes but also on 
the steps taken to achieve 
such outcomes are being put 
in place by upper manage-
ment. 
It is possible to operate 
ethically around the globe 
and in Latin America; com-
panies must simply take the 
initiative and operate pro-
actively to guide employ-
ees to ethical behavior and 
business practices. Compa-
nies must set guidelines and 
managers must implement 
them effectively in order to 
navigate the complex ethical 
world of Latin America and 
COCa leaves laid out to dry in a small Bolivian village serve as a reminder of the spread of 
the drug-tafficking trade. photo courtesy of www.ukriversguidebook.co.uk 
Drug trafficking continues in Andes 
By: Maureen O'Toole qualitites. These same car-
U.S. policies have long tels now control much of 
denounced the trafficking of the economies of small rural 
drugs, specifically cocaine, towns by using indigenous 
from Latin American coun- labor to grow and harvest the 
tries by not only illegalizing plants, employing salaried 
the drugs themselves, but workers to produce cocaine, 
also increasing penalties and and maintaining a complex 
fines for importers and deal- transport system to export 
ers. This approach, however, the drug. 
has failed to find and punish The problem with gov-
the source of cocaine: the ernments' approach to the 
growers, producers, and ex- cocaine trade is that the drug 
porters in Andean countries. problem itself is fundamen-
In these countries, name- tally economic within these 
ly Colombia, Ecuador, and Andean communities. Gov-
Bolivia, the growth of coca ernments must not only re-
plants and production of co- duce demand and addiction 
caine are economically and in develop countries but also 
historically part of the cul- look toward economic alter-
ture. Indigenous tribes grew natives for poor areas depen-
and chewed coca leaves as dent on cocaine as source of 
a stimulant in high altitudes income. 
over a thousand years ago. While demand remains 
As the narcotic benefits be- high in developed countries, 
came apparent, modern car- alternative industries lack 
tels capilized on the plant's the appeal or money of co-
caine for these historically 
impoverished areas. 
If governments work to 
simultaneously curb the de-
mand for illegal drugs and 
provide economic alterna-
tives for workers in the trade, 
significant improvements are 
possible. 
Workers in these small 
towns and provinces can put 
their skills and labor toward 
more productive economic 
activity, increasing their own 
standards of living and help-
ing to grow nations' econo-
mies in the Andean region. 
The key to success in 
combating the drug traffick-
ing trade lies in developing 
multi-faceted strategies to 
end the demand and, more 
importantly, the supply of 
cocaine by creating better 
economic alternatives for 
growers and workers in the 
Andes. 
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Biofuels present problems in Latin America 
By: Winston Peyton 
Deforestation has long 
been considered a negative 
effect of industrialization 
and the desire of countries to 
be part of the global econlr 
my. Such is the case in much 
of Central and South Amer-
ica as thousands of acres of 
tropical rainforest have been 
cleared for profitable agri-
culture and ranching. 
As the demand for prod-
ucts such as sugar cane, to-
bacco, coffee, and beef in-
crease, more land is being 
cleared. But recently there 
has been a new threat to de-
forestation: biofuels. Origi-
nally created to combat glob--
al warming and the use of 
fossil fuels, biofuels require 
large amounts of soybeans 
and com to produce, putting 
pressure on local growers to 
increase production. 
As demand grows for 
both food and fuel, produc-
ers of agricultural biofuel in-
puts must find ways to create 
more. The easiest way to in-
crease production is simply 
increase the amount of land. 
There are several result-
ing consequences to using 
traditional agricultural prod-
ucts as fuel. Replacing just 
10% of the world's petrlr 
leum use would require 30% 
of the grain, oilseed, and 
sugar produced in the Unit-
ed States, Canada, European 
Union, and Brazil. 
Undesired consequences 
of biofuels go beyond con-
tinued deforestation. From 
an economic perspective, the 
increased demand will drive 
up food prices and thus infla-
tion, resulting in higher pric-
es for most consumers. The 
scarcity may in turn result 
in a shortage of food supply 
for the weaker economies in 
Latin America as food is so ld 
off as fuel to higher bidders 
in developed economies. 
Biofuels are, in theory, 
good for the environment. 
They cut the use of fossil 
fuels, have fewer emissions 
and can significantly de-
crease the effects of global 
warming. The problems is 
that in the craze to produce 
them, companies are getting 
carried away. 
When the European Union 
mandated the use of biofuels 
and did not have sufficient 
land, companies looked to 
countries like Malaysia and 
its palm oil production. South 
East Asian rainforests were 
cleared, chemical fertilizers 
were overused, and peatland 
was burned. In just a few 
years, Indonesia became the 
APPROACJi TO 
world's third largest produc-
er of carbon emissions due 
to biofuel production. 
As the United States and 
Western countries move tlr 
ward the use of· biofuels, 
similar consequences could 
occur in Latin America 
It is possible to produce 
biofuels in sustainable ways 
that do not require increased 
deforestation. Better grow-
ing methods and irrigation 
systems can significantly 
increase production without 
using more land. Scientists 
have even explored the pos-
sibility of producing ethanol 
from biomass growths such 
as algae. The bottom line is 
that governments cannot act 
rashly in their desire to use 
biofuels, but must consider 
all the environmental out-
comes of their consumption 
decisions. 
• 
Eliza Fitzwilliam is a syndicated cartoonist whose views do not necessarily agree with The Hispanic Review. 
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La familia continues to be important 
aspect of Latin culture in modern day 
By: Aurelia Morocco 
Unlike nuclear family re-
lationships commonly found 
in the United States, Latin 
American families tend to 
include a much broader 
spectrum of extended family 
and close community bonds. 
Latin American family ties 
developed hundreds of years 
ago in traditional Aztec and 
Incan tribal communities 
and continued throughout 
colonialism and liberation 
well into modern day. 
These extended family 
connections and kinship ties 
have been reinforced rather 
than weakened as countries 
move toward industrializa-
tion. For U.S. companies 
seeking to sell or manufac-
turer in these regions, this 
sense of community is vital 
for success. 
Companies producing 
goods in Latin America must 
strive to achieve that same 
sense in their plants, creat-
ing a feeling of mutual ob-
ligation and respect between 
employer and employee. If 
workers feel no familial bond 
with managers, it is probable 
that they will be less produc-
tive than if said communal 
ties were in place. 
In the marketing and sales 
sector, businesses need to 
create that same sense of 
community. U.S. companies 
must effectively advertise 
their products to meet the 
needs of the entire family 
unit, bringing some benefit 
and cohesion into the pro-
cess. 
Unlike advertising in the 
United States where many 
commercials target children, 
in Latin America advertising 
must target parents and ex-
tended relations in order to 
reach children. Companies 
Extentecl families and close communal ties still dominate 
much of Latin American life. photos courtesy of www.hispan-
ianews.com 
must manage these differ- U.S. companies to think and 
ences effectively to commu- act like their Latin counter-
nicate the intended message. parts. By bringing a sense of 
Though the process is family and extended com-
different in Latin America, munity into their business 
it is quite possible for U.S. models, U.S. companies can 
brands to be successful. It find long-tenn success in 
requires a change in attitude Latin markets. 
and perception on the part of 
country Focus: Bolivarian Republic of Venezuela 
capital: Caracas 
Size: 812,050 square km 
Population: 26,023,528 
Languages: Spanish, numerous indigenous 
dialects 
GDP per capita (PPP): $6,900 
Labor Force: 12.5 million 
Unemployment: 8.9% 
Sectors: agriculture (3.7%), industry (41 %), services (55.3%) 
Natural Resources: petroleum, natural gas, iron ore, gold, bauxite, 
minerals, hydropower, diamonds 
Major Industries: petroleum, construction materials, food process-
ing, textiles, iron ore mining, steel, aluminum, motor vehicle assembly 
Information courtesy of www.cia.gov 
Map courtesy of www.About.com 
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